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Introduction

Curb appeal. It's a driving force in the residential real estate
market and a major focus for both builders and remodelers.
Defining the exterior of a house through the selection of roofing,
siding, and window and door products establishes the house
style and its fit in the architectural character of a neighborhood.

The April 2026 State of the Market study—done in partnership
between building product manufacturer ProVia and Endeavor
Business Intelligence—provides a revealing snapshot of how
builders and remodelers are navigating exterior product selection,
customer expectations, and profitability pressures. How are they
meeting the curb appeal challenge? While the two groups share
many core concerns such as material costs, labor shortages, and
durability, the survey also surfaces important differences in

priorities, pain points, and growth strategies.

Executive Summary

The survey of 156 builders and remodelers reveals both shared
priorities and meaningful differences between the two segments
of the residential exterior market. Builders and remodelers report
similar overall demand trends and customer price sensitivity, but
their business models and market focus create distinct
perspectives on product selection, operational challenges, and
growth opportunities. Remodelers are typically smaller firms
serving replacement markets and report greater operational
pressure, citing more challenges related to labor availability,
material costs, and supply issues than builders. Builders, who
more often serve custom and luxury markets in this survey, place

slightly greater emphasis on aesthetics and broader housing
market factors such as interest rates and affordability.

Across roofing, siding, and window and door markets, durability
and longevity consistently rank as the most important purchasing
factors for customers, followed closely by aesthetics and
warranty coverage. Price is important but secondary to
performance and appearance, suggesting that customers remain
value-oriented rather than strictly cost-driven.

Material costs, however, dominate contractors’ concerns.
Roughly three-quarters of respondents anticipate material costs
as a major challenge across all exterior categories, and 60%
identify cost volatility as a leading threat to profitability. Windows
and doors stand out as the category with the greatest upgrade
potential, while roofing and siding upgrades occur far less
frequently. Overall, the findings highlight an exterior market where
performance and design drive purchasing decisions even as

contractors manage rising operational pressures.

The Structural Divide

The most immediate structural difference between builders and
remodelers in the survey lies in company size. Remodelers skew
smaller, with a high concentration (87%) under $5 million in
annual revenue. About 45% were even smaller, less than $1

million in revenue.

In contrast, 44% of builders have annual revenues above $5 million,
and 13% of respondents said their revenues exceeded $100M.

What is your company’s approximate gross annual revenue?

Under $1M

$1M-$4.9M

$5M-$19.9M

$20M-$49.9M

$50M-$99.9M

$100M or more

Don't know

2%

4%

Base:

Remodelers (n=77)
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That difference in scale influences purchasing power, marketing
sophistication, and likely access to trade partners. Owners of
remodeling firms, particularly specialty exterior contractors, tend
to wear more hats, assume greater operational responsibility, and
feel cost and labor pressures more directly. In fact, 86% of

Which of the following best describes your job role?

76%
Owner/Partner 66%

C-Suite/
Executive

m-

©
8®

Construction
Manager/ 9
Superintendent Ty

&

Architect/ . 3%
Designer/ . 4%
Engineer

.3%

Purchasing
Agent/Buyer - 3%

3%
Sales/ . .
Marketing . g

.3%

£ All respondents (n=156) '| Builders (n=79) | Remodelers (n=77)

remodelers identified as owners/partners compared to 66% of
builders. In smaller firms, the owners take on more responsibility,
sometimes all the way to product installation.

Markets Served

Seven in ten builders report serving custom or luxury markets.
This skews the builder segment toward higher-end specifications
and design-driven decision-making.

Remodelers, by contrast, report windows as their largest
revenue category (45%) , indicating a heavier concentration in
retrofit and replacement markets. That difference becomes
significant when examining product preferences and upgrade
patterns later in the report.

For 48% of remodelers, windows and doors generate the largest
share of revenue—likely due as much to higher average project
size as to the number of projects completed each year.

Which exterior categories represent the
largest share of your annual revenue?

Windows

Siding

Roofing

Stone/Brick

*Whole House Remodel

Exterior Doors

B

Other (please specify)

*Tallied from "Other (please specify)"

Base: Remodelers (n=77)
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Demand Trends

Year-over-year demand tells a subtle but important story. While 32% of all respondents reported increased demand, remodelers were
notably more likely than builders to report flat demand (43% vs. 32%). This suggests builders may still be benefiting from project
backlogs or luxury custom activity, which is far less reliant on lower interest rates. Remodelers may be experiencing more immediate
sensitivity to consumer hesitation. Often that is price driven, but remodeling activity is tied more closely to consumer confidence.
Remodelers operate closer to discretionary consumer spending, so they are often the first to feel softening market conditions, and the

first to respond to a strengthening economy.

Compared to a year ago, how has demand for your services changed?

Increased Somewhat 27%

6°/o
Increased Significantly
32%
35%
1%
T
2%

26%

37%
32%

Neither Decreased

nor Increased
43%

27%
Decreased Somewhat 33%
21%

w
s®

Decreased Significantly

|1%

%

=W All respondents (n=156) | Builders (n=79)"| Remodelers (n=77)
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The Pricing Paradox

If this survey throws a spotlight on any data, it is the paradox of pricing. The thread running through

the entire report is the disconnect between perceived customer price sensitivity and the internal
pressure companies feel around material costs. In short, customers are less concerned about price
than either builders or remodelers think they are, and that insight forces contractors to track carefully
their own material costs.

On the customer side, 62% of survey respondents describe customer price sensitivity as moderate.
About a third of remodelers report high price sensitivity and only about a quarter of builders do with an
average across both cohorts of 30%.

Both builders and remodelers report nearly identical levels of moderate price sensitivity. Neither group
believes customers are overwhelmingly price-driven, but remodelers are more inclined to see very high
sensitivity than builders.

Yet, material cost concerns dominate. Across all three product categories, material cost is the highest
rated anticipated challenge among all contractors. In roofing and siding, material cost is identified by
76% of respondents as their biggest challenge. Windows and doors clocked in at 75%. For remodelers
specifically, concern about rising materials costs was even more predominant, with nearly 85% of
remodelers identifying it as the top challenge in each of the three product categories.

L I e e

How would you describe your current customers’ price sensitivity?

11%
Very High 10%
12% 30%

26%
33%

Moderate

Low

|1%

Very Low I 1%

|1%

=W All respondents (n=156) | Builders (n=79) | Remodelers (n=77)
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Price vs. Other Buying Factors

If price is not the primary buying driver for consumers of exterior building products, what is? The

survey shows that consumers are more concerned with durability and aesthetics than they are price.

Price ranked fourth for roofing and siding product selection criteria, and fifth for window and door

selection criteria. When looking at respondents who said a characteristic was very important or

extremely important, between 85% and 90% of respondents across all three product categories said

durability was the biggest concern among their buyers.

Roofing

Siding

Windows and Doors

Durability: 87%

Durability: 90%

Durability: 85%

Aesthetics: 80%

Aesthetics: 85%

Aesthetics: 79%

Warranty: 77%

Warranty: 75%

Energy Performance: 79%

Price: 64%

Price: 71%

Warranty: 79%

Respondents who said a characteristic was very
important or extremely important

Price: 74%

Price is important, but not dominant. This suggests that while contractors feel squeezed by material

costs, their customers are still prioritizing performance, longevity, and appearance. The tension may

not be about customer resistance. It may be about margin discipline and contractor pricing strategy.

%
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Performance, Aesthetics, and Pricing Differences Between Builders and Remodelers

Among the buying factors, there were a few notable differences
between builders and remodelers. Before diving into details, though,
it should be noted that across all three product categories there was
not one buying factor where remodelers didn't rate it more
important than builders. From durability to price to sustainability to
ease of installation to customer support, remodelers always said
the factor was more important to buyers than builders did.

Roofing: Premium Options and Operational Pressure
Asphalt shingles dominate the product mix in roofing (85%), but
standing seam metal is installed by 56% of the respondents, with
builders more likely than remodelers to install it (61% vs. 51%).

It should be noted that 76% of the builder respondents identified
as custom or luxury home builders, a market segment less reliant
on asphalt shingles than production homes. While the roofing
replacement market is driven by asphalt shingles, 80% of the
respondents to this survey said they were general remodelers,
doing projects such as whole house remodels or additions. Only
14% said they were specialty remodelers who fill the replacement
market niches.

There were four areas of importance when specifying roofing
material where remodelers differed from builders by margins
greater than 10 percentage points: durability, availability, energy

efficiency, and ease of installation. With the exception of energy
efficiency, which is a sales differentiator, these areas reflect
remodeler’s operational vulnerability. They control installation
directly and depend on a predictable material supply and supplier
support. Builders, relying more on trade contractors, may
experience some buffer between themselves and these

operational stress points.

Siding: Aesthetic Divides and Builder Emphasis
The leading siding selection for both builders and remodelers
was fiber cement with about 70% of each cohort indicating it

installs fiber cement. For remodelers, vinyl was much more

Which of the following roofing materials does your company install?

Asphalt

Shingles e

84%

56%
61%
51%

Standing Seam
Metal Roofing

A
28%
22%

Metal Shingles/
Panels

23%
%

27%

Synthetic/
Composite

15%
Wood Shake 11%

14
Clay Tiles 18%

I = 5
° O ©
o°

10%

11
Slate 13%

!

Fiber Cement
1

Other
(please specify)

All respondents avg. # of responses=2.5, Builders avg. # of responses=2.5, Remodelers avg. # of responses=2.5

:EYI-\All respondents (n=156) | Builders (n=79) | Remodelers (n=77)
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likely to be installed than for builders. That may be a result of
the strong replacement market for vinyl siding, and that builders
often use vinyl siding only on the sides and rear of their houses.
More than half of builder respondents were custom or luxury
home builders, so high-priced cladding is often selected over the
economical vinyl. In fact, builders selected natural stone 52% vs.

42% for remodelers.

When selecting siding, builders are far more likely to select
cladding material because of its durability and aesthetics, which
is a common theme among all residential contractors and across
building product types.

One element of the aesthetic decision that is unique to builders is
the necessity of designing communities with visual cohesion. For
remodelers who do one-off projects, the aesthetics matter mostly
to the homeowner. Other than potential homeowner association
restrictions, there is little regulatory push to force aesthetic
decisions for remodelers.

As with roofing, siding upgrades are rare although builders are
more likely to report homebuyers rarely upgrade. Over half of
builders and only 40% of remodelers indicate buyers probably
won't upgrade their siding selection. Aesthetically, the design of a
home—custom, luxury, or production—is well established and
buyers usually are focusing upgrade budgets on kitchen designs
or other comfort options.

Which of the following siding materials

does your company install?

70%
70%
70%

Fiber Cement

Vinyl 43%
61%

48
47%

Manufactured
Stone

[3,]
5° N
°

£

47%
Natural Stone 52%

&°

Natural Wood

s°
a°

8®

Engineered
Wood
Metal
13%
Other

11
16%

B

(please specify)

TOP-TWO BOX IMPORTANCE SCORES

WHEN SELECTING SIDING

Top-Two Box All Respondents | Builders | Remodelers
Importance Scores n=156 n=79 n=77
Durability/Longevity 90% 87% 91%
Aesthetics/Style 85% 92% 79%
Warranty 75% 73% 77%
Price 71% 71% 71%
Variety of Options 65% 63% 68%
Availability 62% 58% 65%
Customer Support 48% 47% 49%
Energy Efficiency 47% 44% 51%
Company/Brand Reputation 47% 47% 47%
Sustainability 36% 33% 40%
Security 32% 32% 34%
Ease of Installation 28% 27% 30%

All respondents avg. # of responses=3.5, Builders avg. # of responses=3.3, Remodelers avg. # of responses=3.6

Notable difference between builders & remodelers

*third-party verified report disclosing a product's environmental impacts

213 All respondents (n=156) | Builders (n=79) | Remodelers (n=77)
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Windows & Doors: The Upgrade Engine

When it comes to specifying windows and doors, builders and
remodelers diverge more than with the other exterior products.
That starts with the product mix. Remodelers are more likely than
builders to install wood-clad vinyl, fiberglass, or wood windows.
Because exterior remodeling work is, by definition, replacement
materials, homeowners are more willing to upgrade materials and

increase energy efficiency.

Among existing homeowners, there is a greater focus on energy
efficiency of windows and doors than among new home buyers.
There is an old adage in the remodeling market that homeowners
change their homes to get what they see available on the new
home market. Replacing windows and doors on older homes will
almost always include an energy efficiency upgrade because of
the improvement in U-values of modern windows. And often the
drive to replace windows is concern about drafty rooms. Builders
have to meet the International Energy Code so energy
performance is not a differentiator; it is a requirement.

Consequently, 78% of remodelers report buyers will sometimes,
often, or very often upgrade windows, but only 55% of builders
say their buyers are likely to upgrade windows. For doors, there is
also a gap between builders and remodelers but not quite as
large as for windows. Less than a quarter of remodeling clients
never or rarely upgrade but more than a third of builder clients
don't upgrade.

Vinyl

Wood-Clad
Vinyl

Fiberglass

Wood

Which of the following types of windows and doors does your company install.

Aluminum

Steel

Other
(please specify)

All respondents avg. # of responses=2.8, Builders avg. # of responses=2.4, Remodelers avg. # of responses=3.1
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Frequency Of Window Upgrades After Reviewing Pricing

Very Often

Often

Sometimes

Rarely

Never

3%
3%
3% 15%
12%
s 19%

9

B

51%
43%
58%

-
=)
&

26%
33%
34%
46%
23%

4%

Frequency Of Door Upgrades After Reviewing Pricing

Very Often

Often

Sometimes

Rarely

Never

16%

50%
43%

20%
20%
19%

22%
25%

=
- | oF
a°

w
B

29%
36%
22%

PROBUILDER. |{;{||REMODELER /@ ProVia

THE FROFESSIONAL WAV

:EW All respondents (n=156) | Builders (n=79) | Remodelers (n=77)
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The Labor Strain: Remodelers Feel a Heavy Burden

In the early 1990s, the 18-t0-34 year old cohort of Baby Boomers exited the construction trades and
the much smaller Generation X cohort was unable to fill the void. Combined with an increased
emphasis on college degrees, the construction industry experienced a skilled labor shortage that has
lasted three decades. Now, those positions are filled by immigrant or aging workers. (According to the
National Association of Home Builders, 45% of construction workers are over 45 years old.)

How would you rate your company'’s current labor availability for exterior trades?

Excellent
25%
31%

s 20%
Good 22%

17%

31%
Average 28%
35%

37%
Fair 38%
36

6
Poor

S

o°
o
. 3
o°
o°

O

213 All respondents (n=156) | Builders (n=79) | Remodelers (n=77)

Remodelers feel the burden of this shortage greater than home builders. Almost a third of builders say
the availability of exterior trades is good or excellent, but only one in five remodelers are that
optimistic. Builders are more likely to turn to trade contractors for their installation workforce, so the
issues of availability are one step removed. Remodelers, however, usually have in-house crews. The

recruitment and retention of tradesmen falls directly on their shoulders.

- .

._

| e

———

A
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Strategic Implications

The survey reveals two exterior markets operating under the same macro conditions but experiencing
them differently.

Builders: Remodelers:

« More design-driven. « More operationally exposed.
More sensitive to macro * More upgrade-oriented
housing economics. (especially windows and doors).

+ Less upgrade-driven in + More sensitive to availability,
exterior packages. support, and labor.

+ More cautious about + Slightly more open to
sustainability positioning. sustainability.

In the final analysis, the most important lesson from the survey is that price is not the primary driver in
exterior product selection—for builders or remodelers. Durability, aesthetics, warranty, and

performance consistently outrank price across the roofing, siding, and window and door markets.

Internally, though, contractors feel intense cost pressure. Their greatest challenge is controlling material
costs. That gap between what customers value and what contractors fear may represent the greatest
opportunity. If builders and remodelers can align pricing strategy with the value customers place on
performance and longevity, they may relieve some of the margin pressure reflected in this survey.

In a market where durability still wins, aesthetic matters, and upgrade potential remains strongest
in windows and doors, the strategic winners will be those who can tell a value story and not
compete on price.

.....................................................
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ROBUILDER. REMODELER

NNNNN ILDER PROFESSIONAL REMODELER®

féProVia

THE PROFESSIONAL WAY

ProVia® is your one source for Professional-Class building

products, manufactured using robust technologies combined

with old-world craftsmanship. These premium-quality products
are on-trend with what homeowners want and builders and
contractors need, and offered in a multitude of profiles, styles,
colors, finishes and custom sizes. ProVia's product offering
includes Entry, Storm, and Patio Doors; Windows; Siding;
Manufactured Stone; and Metal Roofing. ProVia has partnered
with ENERGY STAR® since 2002 to ensure our energy-efficient
windows and doors meet or exceed their certified criteria, and
has earned multiple Partner of the Year — Sustained Excellence

Awards from the U.S. EPA and Department of Energy.




